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BANNER PRIZE MONEY CONTEST ON! 



There will be about twenty offices in 
the Blue Banner class competing for first 
prize, which we will divide into two divi¬ 
sions according to the quotas, with a prize 
of $500 for each of the Blue Banner divi¬ 
sions and an additional prize of $500 to 
either of the winners of the Blue Banner 
divisions if they lead the entire organiza¬ 
tion. 

There will apparently be about twenty- 
three in the Red Banner class and we will 
divide these into two divisions, with a 
prize of $250 to the leader of each of 
these divisions, and an additional prize 
of $250 provided one of these leaders 
heads the entire organization. 

There seems to be about thirty offices 
in the Yellow Banner class. These will 
be divided alphabetically into three divi¬ 
sions with $ 1 00 as the prize to the leader 
of each of the divisions and an additional 
$100 to the leader of one of these Yellow 
Banner divisions if he heads the entire 
organization. 

This makes a Contest which is as fair 
to all as it is possible for us to figure out. 
But in order to make it so, we have been 
compelled to add $500 to the Blue Ban¬ 
ner class, making the total possible prizes 
$1,500 in that class. 

We have added $250 to the Red Ban¬ 
ner class, making the total possible prizes 
»n that class $750. 

In the Yellow Banner class we have 


added $300 additional prizes, of $100 
each, which was not contemplated in the 
beginning, and an additional possible 
$100 in the event of a Yellow Banner 
office leading the entire organization. 

This Contest divides the offices, you 
will notice, into seven divisions of practi¬ 
cally ten offices each, so that every office 

yellow, red or blue, has an opportunity 
to show what it is capable of doing in its 
own class. 

The divisions of the larger and the 
smaller offices in the Blue Banner class 
will, we believe, add rivalry among the 
larger offices on account of making the 
Contest between those offices more direct 
and personal. 

The same applies to the Red Banner 
class and to a large extent equalizes what¬ 
ever differences might be supposed to 
exist. 

This Contest is already on! It runs 
for sixty days—July and August. 

An announcement will not be made at 
the end of July as to the standing of the 
offices. However, any request for infor¬ 
mation as to an office s position will be 
given to the Manager at any time as near 
as it can be approximately figured during 
the Contest. 

We think that it is perfectly fair for 
the driver of an automobile in a race to 
know how many machines are ahead of 
him and how many behind, but it is not 


fair to give him the identity of the other 
racers. 

We will be glad to give the informa¬ 
tion as to the exact position at any time 
as of July 15, August 1, August 15, and 
of course, the final announcement will 
show all the positions. 

The list of offices in your division will 
be mailed you in a day or so. 

Keep your eye on your immediate com¬ 
petitors. You must beat them to be a 
leader of your division and so be in the 
race for the Grand Prize. 

Remember that the world loves a 
winner, but it is compelled to respect and 
admire a good loser. Do your best! This 
Contest is for the development of man¬ 
agerial ability and selling power—that 
can be your prize whether you win the 
money prizes or not. But don’t be a bad 
loser. H. J. CLOSSON, 

Sales Manager. 

Dispatch is the soul of business; and 
nothing contributes more to dispatch than 
method. Lay down a method for every¬ 
thing, and stick to it inviolably as far as 
unexpected incidents may allow. 

—Lord Chesterfield. 


Learn to greet your friends with a 
smile. They carry too many frowns in 
their own hearts to be bothered by yours. 

—M. A. Ayer. 


WESTERN DIVISION CUP!!! 


The race for the President’s Cup is still 
open in the Western Division at the end 
of the month of June. 

A new candidate, J. W. Mann, Man¬ 
ager of the Atlanta Office came into first 
place thereby adding competition from 
another location. The standing at the 
end of June is as follows; 

WESTERN DIVISION 

June, 1922 

J. W. Mann, Atlanta Branch, 1st Leg. 
May, 1922 

J. H. Lattuille, Birmingham Branch, 
1 st Leg. 

April, 1922 

J. H. Hinck, Jacksonville Branch, 2d Leg. 
March, 1922 

J. H. Hinck, Jacksonville Branch, 1st Leg. 
February, 1922 

C. V. Mills, Des Moines Branch, 2nd Leg. 
January, 1922 

C. V. Mills, Des Moines Branch, 1st Leg. 
December, 1921 

C. E. F. Russ, Portland, Ore., Branch, 

1 st Leg. 

Lavat’s Division Takes the Lead 

Assistant Sales Manager W. C. Lavat, 
of the Western Division brought his divi¬ 
sion in the lead for the month of June 
with J. W. Mann, Manager of the Atlanta 
Office in first place. 

















































































































































































































Wilson of South Bend Again Leads in 
Central Division 

Mr. I. E. Wilson, Manager of our South 
Bend office came back into the lead in the 
Central Division for the month of June. 
Mr. Wilson held third place for May and 
first for April and seems to have “serious 
intentions” on the lead in his division. 

Behan has a Double Header in Eastern 
Division 

Louis B. Behan, Manager of our Spring- 
field, Mass, office kept the lead in his divi¬ 
sion for June, repeating the performance 
for May when he also stepped into the 
lead. His enthusiasm is setting a pace in 
his division the other boys will find hard 
to beat. 

Second and Third Place Men 

Close on the heels of the leaders were 
G. L. Smith, of Los Angeles, second place 
and J. H. Lattuille, of Birmingham, Ala., 
third place in the Western Division; W. 
A. Partee, of Peoria, Ill., second place 
and F. L. Gallup, of Buffalo, N. Y., third 
place in the Central Division; H. D. 
Cashman, of Washington, D. C., second 
place and W. E. Ayres, of Portland, Me., 
third place in the Eastern Division. 


A BIG PROMOTION FOR 
H. P. SUTTON 


Beginning June 1st the Royal Type¬ 
writer Company opened up a new de¬ 
partment to be known as the National 
Account Department with the object of 
keeping in closer touch with the larger 
users of Royals, rendering them direct as¬ 
sistance and contact of special nature di¬ 
rect from the Home Office. 

Assistant Sales Manager, H. P. Sut¬ 
ton, who, besides his many other achieve¬ 




ments during his long connection with the 
Royal organization, has brought the 
Central Division in the lead for the 
months of April and May, was chosen as 
the man best fitted to handle this big job. 
His proven ability, both as a salesman and 
organizer, plus his tact and diplomacy, 
was responsible for his promotion. 

You will hear from him from time to 
time relative to handling of large ac¬ 
counts in your territory and should prob¬ 
lems arise with large concerns that you 
are unable to solve, if you will take up 
such contingencies with the Sales De¬ 
partment, these matters will be referred to 
him for his attention. 

On behalf of the entire organization, 
we take this opportunity of extending 
congratulations to Mr. Sutton and wish 
him all success in his wider field. 



A TRUE FISH STORY 



Buffalo Heads District Branches, and 
Fresno the Branches—Many 
Changes in Positions 


A naturalist, writes James B. Thorsen 
in one of his clever insurance letters, once 
divided an aquarium with a clear glass 
partition. He put a lusty bass in one sec¬ 
tion and minnows in the other. 

The bass struck every time a minnow 
approached the glass partition. After 
three days of fruitless lunging, which 
netted him only bruises, he ceased his 
efforts and subsisted on the food that was 
dropped in. 

Then the naturalist removed the glass 


partition. The minnows swam 
around the bass, but he did not strike at 
a single one. He had been thoroughly 
sold on the idea that business was bad. 

There’s a moral here if we need it— 
take another shot at the glass partition. 

(The above article is published through 
the courtesy of the “Better Way pub¬ 
lished by the “Cosmopolitan” magazine. 
We have taken the liberty of supplement¬ 
ing it with the accompanying illustration. 
—Editor.) 


PAGED—AND FOUND! 


Los Angeles Wins the Los Angeles-San 
Francisco Contest 


Los Angeles went into the home 
stretch twenty machines behind San 
Francisco. By a remarkable month’s 
business, incidentally the biggest volume 
ever obtained in any month in their his¬ 
tory, they overcame this handicap, and 
crossed the finish line about twenty ma¬ 
chines ahead of their rival. 

G. L. Smith, Manager of the Los An¬ 
geles Office, and all his men, established 
their right to be entitled “Go-Getters,” 
and we congratulate them most heartily 
on their success. 

They went up against real competition 
—the San Francisco force were on their 
toes up to the last minute, and polled 
enough sales to win against almost any¬ 
body but the super-organization led by 
G. L. 

Our hats are off to Los Angeles. 


We find in life exactly what we put 
into it. —Emerson. 


He who can take advice is sometimes 
greater than he who can give it. 

—Von Kreebel. 


Method is the hinge of business, and 
there is no method without order and 
punctuality. —Hannah More. 


Method, like perseverance, wins in the 
long run. —Duclos. 


How far high failure overleaps the 
bound of low successes. —Morris. 


Thy friend has a friend, and thy 
friend’s friend has a friend; be discreet. 

—Talmud. 


A PROMOTION FOR C. K. PARKER 


Mr. C. K. Parker who has been in 
charge of school business in New Eng¬ 
land, has been promoted to Assistant 
Sales Manager in charge of the Eastern 
Division which was left vacant when Mr. 
M. V. Miller assumed charge as manager 
of the Pittsburgh Office. 

Mr. Parker with his long experience in 
the typewriter business and his successful 
past performances has proven that he i 
well qualified for his new position and 
we expect to see some interesting devel¬ 
opments in the future. 

Congratulations and all success Mr. 
Parker! 


ROYAL SCHOOL AWARDS 


The standing of our branches based on 
the number of awards issued during the 
months of April, May and June is as 
follows: 


1 —Boston 

2 -Detroit 

3— Cleveland 

4— Washington 

5— Hartford 

6— Pittsburgh 

7-Minneapolis 

8— St. Louis 
Philadelphia 

9— Baltimore 

10-Portland, Ore. 

1 I—New York 
I 2—Harrisburg 
I 3—Bangor 

I 4-Fresno 

15—San Francisco 
Des Moines 
1 6—Worcester 
Kansas City 
I 7—Indianapolis 
I 8—Rockford 

1 9—Chicago 
20—Charleston 

Portland, Me. 

2 1—Omaha 
22—Allentown 
2 3—Providence 

Bridgeport 
24—Dayton 


Oakland 

25— Newark 

26— New Orleans 
Toledo 

2 7—New Haven 

Peoria 

28— Springfield, 111. 
Springfield, Mass. 

29— Milwaukee 

30— Albany 

31— Los Angeles 
Youngstown 

32-Grand Rapids 

Jacksonville 

Davenport 

Erie 

3 3—Richmond 

Seattle 

34—Columbus 
3 5—Duluth 

36— St. Paul 

37— South Bend 

38— Johnstown 
Denver 

39— Evansville 
Louisville 

40— Reading 

41— Ft. Wayne 


Buffalo, for May, heads the list of 
District Branches showing the greatest 
percentage of increase over 1921 aver¬ 
age monthly sales of ribbons and coupon 
books, moving up from tenth place in 
April. Indianapolis was second, up from 
fourth; San Francisco third, up from fif¬ 
teenth; Chicago four, dropping back one 
place; Baltimore fifth, slipping back three 
places; Detroit sixth, up from sixteenth, 
and New York seventh, up two places 
from April. Atlanta, Philadelphia, Min¬ 
neapolis, New Orleans and Boston im¬ 
proved their positions. 

Among the Branch Offices, Fresno 
made first place by heavy sales of cou¬ 
pon books; Providence second, coming up 
from fourteenth place in April, Birming¬ 
ham third from 38th, Rochester fourth 
from 30th, and Youngstown fifth from 
49th. Other branches showing gains in 
position were: Albany, Richmond, Erie, 
Bridgeport, Grand Rapids, Springfield, 
Ill., Portland, Ore., Seattle, Rockford, 
Omaha, Akron, Davenport, Johnstown, 
New Haven and Duluth. 

The following reaching or exceeding 
their May quota for ribbon and coupon 
book sales were: 


Albany 

New York 

Birmingham 

Philadelphia 

Bridgeport 

Providence 

Dayton 

Reading 

Erie 

Richmond 

Fresno 

Rochester 

Indianapolis 

Rockford 

Fort Wayne 

Youngstown 

The following 

table shows the com- 

plete May standing of the District 

Branches (sales 

of branches included), 

based on the largest percentage of in- 

crease over their 
ness of 1921: 

average monthly busi- 

Total Ribbon Sales Total Coupon Book 

1 —Buffalo 

Sales 

2—Indianapolis 

1 —Detroit 

3—San Francisco 

2—Buffalo 

4—Chicago 

3—Chicago 

5—Baltimore 

4—Baltimore 

6—Detroit 

5—1 ndianapolis 

7—New York 

6—New York 

8-Atlanta 

7—San Francisco 

9—Philadelphia 

8—Philadelphia 

1 0—Los Angeles 

9—Minneapolis 

I 1—Minneapolis 

1 0—Kansas City 

1 2—Kansas City 

1 1—New Orleans 

1 3—Cleveland 

1 2—Cleveland 

1 4—New Orleans 

1 3—Boston 

1 5—Boston 

1 4—St. Louis 

1 6—Cincinnati 

1 5—Washington 

1 7—Dallas 

1 6—Cincinnati 

1 8—St. Louis 

1 7—Los Angeles 

1 9—Hartford 

1 8—Hartford 

20—Washington 

1 9—Pittsburgh 

2 1—Pittsburgh 

20-Atlanta 

21—Dallas 

The following table shows the Branch 

Offices in the order of their total May 

ribbon sales, coupon books included: 


1— Fresno 

2— Providence 

3— Birmingham 

4— Rochester 

5— Youngstown 

6— Louisville 

7— Albany 

8— Richmond 

9— Erie 

! 0—Bridgeport 
1 I—Dayton 
I 2—Harrisburg 
I 3—Grand Rapids 
14—Springfield, III. 

I 5—Jacksonville 
18—Portland, Me. 

1 7—Portland, Ore. 

I 8—Worcester 

1 9—Oakland 
20—Denver 

2 I—Newark 

22—Seattle 
2 3—Columbus 
24—Memphis 
2 5—Rockford 

5 1—Sioux 


26—Omaha 

2 7—Des Moines 

28— Reading 

29— Bangor 

30— Fort Wayne 

3 I—Akron 

3 2-Davenport 

33— Johnstown 

34— New Haven 

35-South Bend 

36—St. Paul 

3 7-Evansville 

38— Peoria 

39— Springfield, 

40— Charleston 

4 I—Waterbury 
42—Houston 

4 3—Toledo 

44— Milwaukee 

45— Norfolk 

46— Duluth 

47— Scranton 

48— Little Rock 

49— Allentown 

50— San Antonio 
City 


Mass. 
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THE ROYAL ST A N D A R D 


EXPORT SUPPLEMENT 


PART OF THE ROYAL ORGANIZATION IN ITALY 


The staff employed in the Milan head¬ 
quarters of our dealers for Italy, Nagas, 
Mele & Ray are shown in photograph 
No. 1, reading from left to right they are: 
(standing) the first gentleman is Mr. T. 
T. Malleson who needs no introduction 
to our readers. He was in Milan when 
the picture was taken. Then comes 
Enrice Erich, salesman; Felice Dieci, 
clerk; Angelo Settimani, clerk; Enrico 
Ferrari, clerk; Vito Morgese, clerk; Gino 
Cornaggio, salesman; Augusto Merendi, 
mechanical department; Angelo Sposetti, 
salesman, and Guiseppe Vallo, sales 
manager. (Sitting they are) Angela 
Ambrosoli, typist; Maria Rimonto, typist; 
Angelica Accti, secretary; Tota d’Areano, 
typist; Mr. Antonio Mele, general agent, 
and Mr. Pietro Cornaggio, manager 
Milan office. Their entire energy and at¬ 
tention is centered on developing Royal 
typewriter business in that city, the com¬ 
mercial and financial center of the 
country. 

In photograph No. 2 may be seen the 
members of the firm of Bressan & Ped- 
rocco, who are sub-dealers of the above 
company and take care of the sale of 


Royal typewriters in Venice. They are 
(left to right) Mrs. Mary Bressan, Mr. 
T. T. Malleson, Mr. Antonio Mele, Mr. 
Ostilio Pedrocco and Mr. Vittorio Bres¬ 
san. 

Mrs. Mary Bressan is the author of an 
excellent instruction book on touch type¬ 
writing written in Italian. 

In showing photograph No. 3, we want 
to welcome into our organization the firm 
of La Meccanografico of Trieste, who 
have their store in the Municipal Palace 
on the Piazza dell Unita. This photo¬ 
graph showing (sitting, left to right) Mr. 
Pertot Ascari, director; Mr. Antonio 
Mele, Mr. T. T. Malleson, export man¬ 
ager; (standing, left to right) Mr. 
Eugenio Comici, mechanical department, 
and Mr. Umberto Salimbeni, sales man¬ 
ager, was taken during a recent visit of 
Mr. Mele and Mr. T. T. Malleson to 
Trieste when this firm was appointed to 
cover Istria. The members of this com¬ 
pany were former Yost and Underwood 
representatives who have been converted. 
We wish them success and shall watch 
their growth with interest. 





























THE ROYAL 


EXPORT SUPPLEMENT 


4 EXPORT SUPPLEMENT 

Schools in which the students are in¬ 
structed exclusively on the Royal type¬ 
writer are one of the best forms of adver¬ 
tising and sales development that we 
know of. Not only do their students 
broadcast the merits of the Royal into 
the commercial world when they gradu¬ 
ate, but when these students enter busi¬ 
ness life they in many cases have the 
privilege of selecting the machine they 
use. In other instances their familiarity 
with the unequalled standard of Royal 
typewritten work enables them to bring 
to the attention of an employer who 
previously preferred another make of 
machine, the advantages of the Royal. 

Then too, the establishing of a type¬ 
writing school is a direct service to the 
business community since it furnishes a 
supply of trained typists and stenog¬ 
raphers on which to draw when new 
positions are open. It is a type of service 
which is sincerely appreciated by custom¬ 
ers and prospects, and by keeping the 
dealer before the attention of typewriter 
users is of splendid assistance in increas¬ 
ing the volume of sales. 

As an indication that this is true in 
small as well as in large cities we show 
below two photographs of schools which 
are daily working in behalf of two of our 
dealers whose sound judgment and vision 
established them. 


S T A N D A R P _ 


TYPEWRITING SCHOOLS 
INCREASE SALES 



The first picture shows the Royal Gregg 
School in San Juan, Porto Rico, which 
under the guidance of Mrs. Maria Teresa 
Camacho de Robles, who may be seen 
just to the left of the school poster, i 8 
steadily increasing in size and in prestige. 

Photographs 2 and 3 show the Manuel 
Aragon Mercantil School in San Jose, 
Costa Rica. This school while now under 
the direct supervision of the Chamber of 
Commerce of that city, originated as a 
department of our dealer for Costa Rica, 
Mr. A. T. Harrison. The value of this 
service was so much appreciated by the 
business men of San Jose that they de¬ 
cided to co-operate in carrying on the 
good work and have accordingly ar¬ 
ranged to take over the supervision and 
development of the school on an even 
larger scale than before. The school is 
open at night and has at present 175 
pupils enrolled. 

Any dealer who has not already given 
serious consideration to the establishment 
of new typewriting schools and to the 
possibility of co-operating with those al¬ 
ready organized is overlooking a most 
valuable sales assistance and we strongly 
recommend that he immediately investi¬ 
gate the opportunities which such schools 
present for the expansion of his business. 




The picture below shows the drop 
curtain in the “Olimpo” theatre at San 
Juan, Porto Rico, and while, unfortunate¬ 
ly, in the photograph the Royal adver- 
ticement does not stand out as promi¬ 
nently as might be desired, in reality the 
Royal ad has a background of bright yel¬ 
low which immediately attracts attention 
and can be seen clearly at about twice the 
distance at which the other advertise¬ 
ments are decipherable. It is an ad 
which is not only prominent because of 
its coloring but at the same time is par¬ 
ticularly impressive because of the fine 
quality of the art work and the arrange¬ 
ment of the material. 

In placing this ad in its particular posi¬ 
tion on the curtain our progressive dealers 
for Porto Rico, Finlay, Waymouth & Lee, 
Inc., gave a great deal of careful thought 
in analyzing its advantages. To begin 
with their first consideration was to have 


FORCEFUL ADVERTISING 
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the ad on a direct line of vision with the 
audience and consequently it may safely 
be said that it is the first ad which people 
observe upon entering the theatre. The 
second point which they had in mind was 
that when the curtain was raised the 
Royal ad would be the last one seen, and 
when the curtain was lowered it would of 
course be the first one to appear before 
the public. 

In passing we not only want to compli' 
ment our friends on the intelligent man¬ 
ner in which they have covered this sub¬ 
ject, but we want to emphasize to our en¬ 
tire organization that it is the application 
of such logical reasoning to their type¬ 
writer business which accounts for tb e 
wide margin of leadership which the fir 111 
of Finlay, Waymouth & Lee holds un¬ 
challenged in the Porto Rican territory- 
Careful planning plus a high grade of p er ' 
sonal salesmanship always brings the de¬ 
sired results. 
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DEALER'S DEPT. SUPPLEMENT 5 


THE 

A FIXED STAR 


R O Y A L STANDARD 

ROLL OF HONOR 



Permanence is the outstanding feature 
in the business of Will A. Beach Printing 
Company, Sioux Falls, South Dakota. 
Their representation of several standard 
lines of office appliances has covered 
periods of twelve, sixteen and twenty 
years, respectively, and during all of that 
time their advertised slogan has been “If 
it is not right we will make it right,” and 
their motto, “Never argue with a cus¬ 
tomer.” 

The Will A. Beach Printing Company 
started out after Royal business three or 


story reinforced concrete building, lo¬ 
cated in the heart of the city and on one 
of the most important corners. Mr. 
Beach was anxious to reassure us on one 
particular point: his fear that we might 
think after thirty-three years in business 
he had become a back number. The 
quality and quantity of his Royal business, 
however, long ago assured us of what his 
photograph will indicate to Standard 
readers: that he is one of the livest of our 
dealership wires. 

The other gentleman is Mr. Frank 
Rhea, who, as manager of the typewriter 


Will A. Beach 


four years ago, and have been remark¬ 
ably successful with our dealership; thus 
far this year we have shipped them more 
Royals than we did during all of 1921, 
showing that they are taking full advant 
age of the constantly increasing oppor¬ 
tunities the Royal affords an aggressive, 
hard-working dealer. 

a wonderful 


Frank Rhea 


department, puts the Royal quota in 
South Dakota pretty regularly. An up- 

Royal 


Y ou 


have 


machine,” to-date window display 



writes Mr. Beach. “We are absolutely 
sold on it and can talk Royal from the 
bottom of our hearts, putting our own 
guaranty back of it. And that guarantee, 
while it does not mean anything in New 
York or outside territory, stands for 
Quality, Service and Square Dealing in 
the State of South Dakota for the past 
thirty-three years.” 

The business originally was a very 
small affair of two little job presses; now 
it is the biggest plant of its kind in either 
of the Dakotas or Iowa, housed in a four- 

Life is not so short but that there is 

always time enough for courtesy. 

—Emerson. 


There is nothing in which people be¬ 
tray their character more than in what 
they find to laugh at. —Goethe. 


which they exhibited recently will also 
help a lot, and this display will give an 
idea of the Beach Company’s very 
modern and businesslike methods. 

They are in position to completely 
equip a Court House, Schoolhouse, Bank 
or business office, and of course Royals 
are always part of this equipment. The 
steady growth and ever increasing acti¬ 
vities of these firmly established dealers 
should prove an inspiration to members 
of the Royal Organization all over the 
globe. 

Pluck isn’t playing the strong hand; 
It’s playing the poor hand well. 

—Charlotte Becker. 


Fun gives you a forcible hug, and 
shakes laughter out of you, whether you 
will or no. —Garrick. 


Reviewing the dealer business of the 
first half of 1922, so many dealers have 
made such excellent records that it is dif¬ 
ficult to list them in the order of their 
respective records. 

But taking all factors into considera¬ 
tion, we do not hesitate to place at the 
top the name of our old friend Harry S. 
Storr, of Raleigh, North Carolina. H. G. 
Bancroft, of York, Pennsylvania, is sec¬ 
ond by the proverbial eyelash, while the 
others are really all tied for third place; 
in fact, such is the excellence of their 
performance that we have, in effect, fif¬ 
teen winners—fifteen real “Go-Getters.' 

There are dealers of just as much 
ability whose names are not listed, but 
who for one reason or another have met 
obstacles which they have not yet over- 

JUNE ROLL 


come; but a number of them will be 
among those present on December 31 st, 
1922, when our record for the year is 
compiled, and every dealer who is on 
this June 30th list will have to go at top 
speed to retain his place. Congratula¬ 
tions, and our sincere thanks to you all! 

H. S. Storr Company, Raleigh, North Carolina. 
H. C. Bancroft, York, Pennsylvania. 

Office Specialties Company, Fargo, N. Dak. 
Benson Typewriter Company, Canton, Ohio. 

H. J. Smith Typewriter Exchange, Parkersburg, 
W. Va. 

F. L. Patty, Austin, Texas. 

C. J. Mosher Company, Lincoln, Nebraska. 
Bristol Typewriter Company, Bristol, Virginia. 
Howard D. Happy, Mayfield, Kentucky. 
Albuquerque Typewriter Exchange, Albuquer¬ 
que, N. M. 

Hale Crosby, Warren, Ohio. 

Roy A. Davis, Colorado Springs, Colorado. 
Graham & Wells, Corvallis, Oregon. 

C. L. Eicholtz, New Oxford, Pennsylvania. 

A. L. Deal, Hickory, North Carolina. 

OF HONOR 


No. 1 

H. G. BANCROFT 
York, Pa. 

H. O. bancroft A. I D®^1 

No. 2 

HOWARD D. HAPPY 
Mayfield, Ky. 

Howard D. Happy ^ 

ALBUQUERQUE 
TYPEWRITER 
EXCHANGE 
Albuquerque, N. Mex. 


No. 4 
BRISTOL 

TYPEWRITER CO. 
Bristol, Tenn. 


H. J. SMITH TYPE¬ 
WRITER EXCHANGE 
Parkersburg, W. Va. 

H. o. otorr 



H. J. Smith 







No. 6 

A. L. DEAL 
Hickory, N. C. 


No. 7 

T. H. PAYNE CO. 
Chattanooga, Tenn. 


No. 8 

BENSON TYPE¬ 
WRITER COMPANY 
Canton, Ohio 


No. 9 

C. J. MOSHER CO. 
Lincoln, Neb. 


No. 10 

H. S. STORR CO., 
Raleigh, N. C. 


THE PERSONAL TOUCH 


A large part of the success of the H. 
j. Smith Typewriter Exchange at Parkers¬ 
burg, West Virginia, is due to the fact 
-hat Mr. Smith is personally acquainted 
<vith the typewriter users and corporation 
purchasing agents in his territory. After 
fifteen years in the typewriter game 
covering the Northern part of West Vir 
ginia, he has a record of having scld 
more typewriters than any other sales¬ 
man in his state, so that buyers through¬ 
out the section, when they think of type 
writers think of H. J. Smith and Royals. 

For Mr. Smith is the Royal in West 
Virginia. He and his entire staff are 
sold to the solid limit on the Royal,” 
to use his own words, and there is not an 
employe nor a sub-agent in his associa¬ 
tion who does not consider the Royal 
Typewriter Company and the H. j. 
Smith Typewriter Exchange as partners. 

These factors of Loyal Organization 
and constant Personal Contact with cus¬ 
tomers have enabled Mr. Smith to in¬ 
crease his business steadily since its be¬ 
ginning back in 1907. Until quite re¬ 
cently it was known as the “Parkersburg 
Typewriter Exchange,” but is now more 
suitably styled the “H. J. Smith Type¬ 
writer Exchange.’’ 


H. J. Smith has long been regarded 
as a permanent member of the Royal Or¬ 
ganization; with the co-operation of his 
sub-agents, the assistance of Mr. J. O. 



Barka, foreman of the Service Depart¬ 
ment and Miss Laverna Shaver, in charge 
of the company’s secretarial work, and 
Mr. Smith’s own progressive efforts, his 
Royally prosperous future is assured. 
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J. F. Crouch 

of J. F. Crouch & Co., Temple, Texas 



ing the greater part of that time have re¬ 
presented the Royal. 


AND SUI T. THEY COME 


Mr. J. F. Crouch, Gentlemen! Another 
long-time dealer, who sheds the Royal 
light from Temple, Texas, over the sur¬ 
rounding territory, while this Royal win¬ 
dow display tells the local population 
where to buy Royal Typewriters and 
Royal service. 

Mr. Crouch makes some special re¬ 
marks anent the Quiet Model: 

“Our story is not different perhaps 
from those you receive from all other 
sections about the new machine, except 
possibly we were more critical at first. 

“We received our first Quiet Models in 
January, but our enthusiasm did not come 
until we began to hear from them in 
actual service: the best typists and court 
reporters in this section assured us at 
once that they were ideal, and the result 
has been that we have sold more Royals 


in four months this year 
all of last year. 

"We have been in the office appliance 


OREGON COLLEGE ROYALIZED 


Graham & Wells, Inc., are listed as a 
drug store, but they have been extraor¬ 
dinarily successful as Royal dealers, 
witness the fact that the Oregon Agricul- 


PUTTING NASHVILLE ON THE MAP 


Making the Roll of Honor during the 
second month of his Royal dealership is 
the distinction attained by Mr. H. Grady 
Fentress, of Nashville, Tennessee. Mr. 
Fentress was appointed only a couple of 
months ago, and already his sales have 
reached an enviable volume, with a 



tural Coliege in their city of Corvallis is 
now using over one hundred Royal Type¬ 
writers through the aggressive efforts of 
these dealers. 

The College is a great booster for the 
Royal, and readers will readily appre¬ 
ciate the valuable effect this has on sales 




l hree reasons why H. Grady Fentress is putting 
it across in Nashville 

goodly percentage above quota during 
May, his honor month. 

At one time Advertising Manager for 
a large railroad company, later Sales 
Manager for our former dealers in Nash¬ 
ville, Mr. Fentress undertakes the sale of 
Royals with an experience that has al¬ 
ready demonstrated its value in his Royal 
work. He aims to build up Royal busi¬ 
ness on a sound basis of Service, with the 


in the entire State of Oregon. 

Graham & Wells have been operating 
their Royal dealership as far back as we 
can remember, and it is a pleasure to 
acknowledge in these pages the valued as¬ 
sistance they have rendered. 

Mr. S. T. Flartsock, salesman, and Mr. 
W. T. Phillips, mechanic, are pictured in 
these two “stills.” In the first, their 


intention of offering the best typewriter 
service in the State of Tennessee, install¬ 
ing the most modern equipment and plac¬ 
ing the department in charge of Mr. B. 
Richards. 

The “three reasons why H. Grady Fen¬ 
tress is putting it across in Nashville” are 
certainly fine looking incentives to suc¬ 
cess, and Mr. Fentress has our best wishes 
in his efforts to maintain the high stand¬ 
ard at which he has begun. 


AN APRRECIATION 

Mr. F. L. Patty, who owns this attrac¬ 
tive corner shop in Austin, Texas, is a 
typewriter man of many years’ experi¬ 
ence. This successful dealer gives his 
opinion of the Royal: 

“On December 10, 1904, I started in 
the typewriter business, selling one of the 
leading machines. I was with this con¬ 


FROM F. L. PATTY 

make a success selling Royals. 

“When I bought out my predecessor, l 
had to borrow the money, and in five 
years have built up a plant worth many 
thousands of dollars. 

“I have made a specialty of catering to 
rent and repair business, as I find that 
more sales result by coming in contact 



cern until August 1 st, 1917, at which 
time I took over the dealership for the 
Royal Typewriter. My only knowledge 
of the Royal at that time was that it was 
the hardest machine for me to trade out; 
in fact, I can count on my two hands the 
number of Royals I traded out since the 
Royal Grand made its appearance. 

I find it to be the easiest typewriter 
on the market to sell, because it has every 
feature that can be desired in a writing 
; machine, and one of the mysteries of my 


life is how a Royal dealer can fail to 
with these two lines than anything else, 
and I try to standardize all of my cus¬ 
tomers on Royals, finding it compara¬ 
tively easy after I have sold one machine 
to trade out the entire equipment for 
"We have more Royal Typewriters in 
the schools of Austin than all other 
makes combined. The State of Texas 
and University of Texas are also users, as 
well as seventy-five per cent, of the banks 
of Austin.” 


A CHALLENGE FROM CHARLOTTE, N. C. 


G. H. Moore, of the Pound & Moore 
Company, Royal Dealers with head¬ 
quarters in Charlotte, N. C., and operat¬ 
ing one of the largest office supply con¬ 
cerns in the southern states, recently 
made a visit to the Royal Home Office 
and while here issued the following chal¬ 
lenge to other dealers: 

”1 want to issue a challenge to all the 
Royal dealers and branch offices to pro¬ 
duce a better record than we have in one 


of the cities in our territory namely, Bel¬ 
mont, N. C. 

T here are only twenty-one typewriters 
in this town and twenty are No. 19 
If any one can show a better record 
than this, let him speak up. Until they 
do, we are proud of what we think is an 
achievement in really ‘Royalizing a 
community. 

"We are still after that twenty-first 
machine.” 
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THE ROYAL STAN D A R D 


“NO IDLE ROYALS” 

Development of New Rental Machine 

Business—June Standing of Offices 

In the June number one rental clerk 
told of her work in increasing rentals and 
what she wrote was good—so far as it 
went. She covered only the manner of 
handling the applicant for a rental ma¬ 
chine. 

Our idea is that there should be much 
more in these rental clerkships than the 
proper handling of the business that 
reaches an office unsought. Rentals can 
be “sold ; developed among the larger 
users of the Royal, and among the season¬ 
able lines of business needing machines 
for “rush” periods. Just now and later in 
the fall, the canners and packers will be 
unusually busy; the field of politics offers 
opportunities and will until election, in 
the work of committees, conventions and 
independent candidates and special poli¬ 
tical movements. These special lines can 
be worked and many others opened up 
if they are sought. 

Don’t be content in being simply a 
rental order receiver; be a rental machine 
producer. Anybody can take an order. 
Initiative, system and continued effort are 
required to develop new rental business 
—and new business is necessary to grow 
your rental department. 

In June Philadelphia displaced Detroit 
for sixth place, there being no charge 
among the five leaders. San Francisco 
did good work and moved up into ninth 
position from fourteenth in May; Buffalo 
did as well from fifteenth to tenth; Los 


Angeles came up five places; Worcester 
three; Cincinnati six; and Albany seven. 
Other offices improving their positions 
were: Indianapolis, Davenport, Toledo, 
Rochester, New Orleans, Hartford, Port¬ 
land, Me.; Grand Rapids, Milwaukee, 
Charleston, Jacksonville, Norfolk, Bridge¬ 
port, Newark, Youngstown, Evansville. 
Providence, Johnstown, Fort Wayne. 
Waterbury, Reading, Duluth and Sioux 
City. 



SERVICE DEPARTMENT CONTEST 
FOR MAY 


The standing of the offices, both Dis¬ 
trict Branches and Branch offices, in the 
order of number of rentals out at the close 


Branches in Division No. 1 
Chicago in First Place 


of June, was as follows: 


1— New York City 

2— Chicago 

3— Boston 

4— St. Louis 

5— Kansas City 

6— Philadelphia 

7— Detroit 

8— Cleveland 

9— San Francisco 
1 0—Buffalo 

1 I—Dallas 
1 2—Pittsburgh 
1 3—Los Angeles 
I 4—Minneapolis 
1 5—Baltimore 
1 6—Washington 
I 7—Louisville 
1 8-Dayton 

1 9—Worcester 
20—Cincinnati 

2 I—Columbus 

22— Albany 

23— Indianapolis 

24— Davenport 

25— Omaha 

26— Oakland 

2 7—Seattle 

28— Atlanta 

29— Toledo 

30— Des Moines 

3 1—Fresno 

32— Rochester 

33— Harrisburg 

34— Springfield, 111. 

35— New Orleans 

36— Hartford 


37— Bangor 

38— Portland, Me. 

39— Grand Rapids 

40— Houston 

4 1 —Milwaukee 

42— Charleston 

43— Jacksonville 

44— Birmingham 

45— Norfolk 

46— Scranton 

47— Denver 

48— Portland, Ore. 

49— Bridgeport 

50— Newark 

5 1—Youngstown 

52— Erie 

53— Akron 

54— Evansville 
5 5—Memphis 

5 6—Providence 

5 7—Johnstown 

58— Fort Wayne 

59— Waterbury 

60— St. Paul 

6 1—Reading 

62— Richmond 

63— South Bend 

64— New Haven 
6 5—Duluth 

66—Allentown 

6 7—Sioux City 

68— Springfield, Mass. 

69— Little Rock 

70— Peoria 

7 1—Rockford 

72—San Antonio 


The Chicago Office has made a record 
in the Service Department Contest in the 
past few months of which it can well be 
proud, holding fifth position for the 
month of March, second for April and 
finally taking the lead for May. Mr. A. 
Tomek, foreman, is to be congratulated 
on this fine showing. 

Boston came in second. 

Cincinnati third. 

Mr. H. E. Johnson, foreman of the 
Boston Office and Mr. J. Bowen, foreman 
of Cincinnati are to be congratulated. 

Below is a list showing the standing of 
the various offices: 


1— L,nicago t-)' 1 '; 

2— Boston (5*) 

3— Cincinnati (5*) 

4— Baltimore (3*) 

5— Cleveland (5*) 


i i—is.ansas v^ity ( I 1 ') 

12— Hartford (2*) 

13— San Francisco 

14— New York (1*) 

15-Detroit (3*) 


6—New Orleans (2*) 16—Dallas 
7 Pittsburgh (4*) 17—Minneapolis (3*) 

® St- Louis (1*) 18—Indianapolis (1*) 

9-Atlanta (2*) 19-Buffalo (2*) 

10—Philadelphia (3*) 20—Washington (2*) 
21—Los Angeles 


STANDING OF BRANCHES IN 
DIVISION NO. 2 


Harrisburg in First Place for May 

The Harrisburg Office held first place 
for the month of February and dropped 
to seventh position for March and April, 
but came back to its own for the month 
of May. This branch is to be compli¬ 
mented on its fine work and Mr. R. Beck- 
ley, foreman, deserves honorable mention 
for his efforts in bringing his office back 
to the lead. 

New Haven came in second. 

Dayton came up from twenty-seventh 
position in April to third in May. 

Mr. W. Bartley, foreman of the New 
Haven Office and Mr. J. Horton, foreman 
of Dayton, are also to be congratulated. 

Below is a list showing the standing of 
the various offices: 


1 -Harrisbu rg (5*) 

2 -New Haven (3*) 

3— Dayton (3*) 

4— Columbus (5*) 

5— Bridgeport (2*) 

6— Springfield (4*) 

7— Denver (2*) 

8— Johnstown (3*) 

9— Newark (2*) 

10—Fresno (3*) 

I I —Peoria (2*) 

12—Rochester (I*) 

13-Springfield, Mass. 

—Rockford 
14—St. Paul (I*) 
|5—Omaha (4*) 

—Charleston (3*) 

16—Providence (2*) 

I 7—Birmingham (2*) 

1 8—Des Moines 
I 9-Scranton 

20— San Antonio 

21— Youngstown (I*) 

22-Seattle (1*) 

23— Oakland (2*) 

24— Louisville (4*) 

5 I—Sagina 
—To Increase Nets- 


25— Akron (2*) 

26— Milwaukee (I*) 

2 7—Toledo ( I *) 

28— Worcester 

29— Portland, Me. ( I *) 

30— Norfolk (I*) 

3 I—Davenport 

32— Duluth (I*) 

33— Bangor (I*) 

3 4—Waterbury 

3 5—Houston 

36—Richmond (I*) 

3 7—Porland, Ore. 

38— Jacksonville 

39— Little Rock 

40— Albany (1*) 

41— Erie (I*) 

42— Memphis (2*) 

43— Evansville 

44— Sioux City 

45-South Bend 

46—Reading 

4 7—Fort Wayne 

48— Allentown 

49— Kalamazoo 

50-Grand Rapids 

w (4*) 

—Increase Earnings— 



National Service 


Seventy-seven branch 
offices and one hun¬ 
dred distributors give 
Royal Typewriters 
national sales and 
service. 

That’s why we can 
serve big business well. 

This space mortised for dealer’s name, 
address and ’phone number to be 
set in type. 


vmi 



Dealer 

Advertising 

THE ADVERTISEMENTS 
ON EACH SIDE OF THIS 
COLUMN WERE ESPE¬ 
CIALLY DESIGNED FOR 
THE USE OF DEALERS 
FOR NEWSPAPER ADVER¬ 
TISING. TWO COLUMNS BY 
EIGHT INCHES. THEY ARE 
THE FIRST TWO OF A 
SERIES OF TEN, AND IN 
EACH CUT THERE IS A 
SPACE MORTISED FOR 
THE DEALER’S NAME, 
ADDRESS AND TELE¬ 
PHONE NUMBER TO BE 
INSERTED IN TYPE. 
DUPLICATES OF THESE 
ADVERTISEMENTS WILL 
BE SENT FREE UPON 
REQUEST. ADDRESS 
ADVERTISING DEPART¬ 
MENT, ROYAL TYPE¬ 
WRITER COMPANY, INC., 
364-366 BROADWAY, 
NEW YORK CITY. 



Sold around the globe 
from India to Iceland 
and from Antwerp to 
Australia. Royal Sales 
and Service organiza¬ 
tions circle the earth. 
“Compare the *WorkJ 

This space mortised for dealer’s name, 
address and ’phone number to be 
set in type. 
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